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Figure 3.4
Average outcomes under homogeneous impacts

assumption implies that marginally increasing the discount from 4% to 5% has the same
impact on a sales outcome as marginally increasing the discount from 14% to 15%. In this
case, we say that the impact of the intervention is homogeneous—that is, it does not depend
on the initial value of the discount before increasing it.
This implies that there is a linear association between the outcome and the intervention,

as shown in figure 3.4. The dots in the plot represent specific subjects, such as customers.
For each customer, the outcome (e.g., sales per customer) is plotted on the y-axis, while the
intervention (e.g., the discount received by the customer) is plotted on the x-axis. The solid
line represents the association between the average outcome and the intervention, which is
linear since the impact of the intervention is homogeneous. This means that increasing the
intervention by one percentage point has the same effect regardless of the initial value of
the discount.
While linear regression is suitable for evaluating an intervention that only takes the values

1 or 0 (e.g., a marketing campaign) as discussed in section 3.2, or an intervention with
many values that has a homogeneous impact, it is generally inappropriate in other scenarios.
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